
ABSTRACT 

of the final qualification work of the 2nd year student 

of the Institute of foreign languages and international tourism 

of the Pyatigorsk State University 

Khanukaeva Maria Vladimirovna, 

studying in the direction of training 45.04.02 - Linguistics 

(profile: “Modern applied linguistics 

in the innovative practice of business and commerce”), 

on the topic “LINGUOCOMMUNICATIVE PECULIARITIES OF NAMING 

IN THE RESTAURANT BUSINESS AS A FACTOR OF ADVERTISING AND 

PROMOTIONAL ACTIVITIES” 

 
Scientific supervisor:  Elkin V.V. - PhD, associate professor, the head of the department 

of linguocommunocativistics and appled foreign languages of the Institute of foreign 

languages and international tourism PSU. 

 

Relevance of the final qualification work is due to a number of factors. First, the sphere 

of public catering is characterized by constant development and social orientation, which 

is directly related to the natural human need for food, as well as socialization. Secondly, in 

the conditions of acute competition in the market of catering services, there is a fairly 

frequent change of one institution to another, which is due to various factors, including 

economic circumstances (bankruptcy, high taxes, etc.), management inefficiency, popular 

trends, etc. In this regard, the naming factor plays a significant role. When preparing for 

the opening of a new institution in this area or rebranding an old one, the question 

inevitably arises about a unique, previously non-existent, attractive and memorable name. 

Successful name selection is akin to parents choosing a child's name. Its further 

development and social communications largely depend on this. 

Object of the research: the process of naming in the restaurant business as a factor of 

advertising and promotional activities. 

Subject of the research: linguocommunicative peculiarities of naming in the restaurant 

business, as well as its results, i.e. the lexical units of modern English that serve for 

naming public catering establishments. 

Aim: identification, analysis and description of structural-compositional, lexical-semantic, 

functional-stylistic and discursive characteristics of the vocabulary of modern English, 

naming public catering establishments. 

Tasks: 

1) to define the concept, functions, and cognitive-discursive characteristics of naming; 

2) to describe the features of naming in the restaurant business; 

3) to study the concept and mechanisms of promotion in the commercial sphere; 

4) to analyze the linguistic and communicative, including structural and compositional, 

lexical and semantic, functional and stylistic and discursive features of lexical units in 

English formed during the naming of public catering establishments 

5) to identify and describe linguocreative naming technologies in the restaurant business 

that contribute to advertising and promotional promotion. 

Theoretical and methodological base: scientific ideas and concepts of domestic and 

foreign scientists developed in the following research areas: 



- theory of nomination; 

- cognitive science; 

- lexical semantics; 

- sociolinguistics; 

- marketing communications and public relations. 

Methods of the linguistic research: theoretical-analytical method, descriptive method, 

including the method of observation, generalization and classification, method of analysis 

of dictionary definitions, structural composite method, the lexical-semantic analysis, the 

method of functional-stylistic analysis and the method of continuous sampling of the 

research material. 

Hypothesis of the research: the key factor of effective naming in the restaurant business 

is the use of a wide arsenal of linguocreative nominative technologies that promote public 

catering establishments on the market. 

Empirical basis of the research: the data from the global table reservation service 

OpenTable, in particular, the authoritative annual ratings of the top 100 restaurants 

published in 2017, 2018 and 2019, as well as the corpus of lexemes functioning in the 

English language in the amount of 60 units denoting public catering establishments and 

collected by a continuous sampling method from English-language dictionaries. 

Provisions for protection: 

1. The act and result of the naming act as a priority step in the formation of attractiveness 

of public catering establishments, development of its popularity and demand among the 

target audience, expansion of the customer base and, ultimately, promotion in the market. 

2. Naming in the restaurant business is a reflection of the conceptualization of discursive 

reality and is a concentrated expression of semantic and pragmatic meanings and author's 

linguocreative intentions. 

3. An intentionally determined and well-thought-out strategy for promoting public catering 

establishments as a factor of advertising and promotional activities is implemented 

through the use of special linguocreative tactics and naming techniques, implemented on 

the basis of the use of a wide arsenal of the resources of the English language. 

The scientific novelty of the research and its results obtained are due to the fact that it 

implements the method of complex linguistic analysis on the basis of up-to-date fairly 

representative empirical material, which allowed to extract new knowledge about the 

linguocreative mechanisms of word-making nominative activity in the professional 

spheres of communication. 

The theoretical significance of the research is due to the fact that it makes a certain 

contribution to the development of the theory of nomination due to the detailed linguistic 

knowledge about the implementation of the pragmatic function by language units, as well 

as the further development of the methodology of a complex analysis. 

Practical value is determined by the possibility of using its main provisions and results in 

the practice of teaching lexicology, marketing and advertising communication. The 

research materials can also be applied to the practice-oriented professional activities of 

advertising and PR agencies. 

The work was tested during a number of scientific conferences of international and 

regional scale. There are 4 scientific publications on the topic of the final qualifying work. 

The structure of the final qualifying work consists of the introduction, three chapters, 

conclusion, bibliography, list of reference literature and Internet resources. 


